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The Foundations of Charter School Marketing in Indiana
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ABOUT BRIGHT MINDS MARKETING
Boutique school enroliment and marketing firm

INDIANA CHARTER SCHOOL BOARD
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WHAT IS THE NUMBER ONE REASON WHY A CHARTER SCHOOLS FAIL?

Academic results

Failure to fulfill the requirements of their charter

Scandal or illegal activities

FiInances
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Denuerite NEwsL

Things to Do Culture Homes & Cranes

Why these Denver charter schools are closing or
delaying opening

. FUTURE OF SCHOOLS
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A CAUTIONARY TALE: ST. JOSEPH COLLEGE

Founded in 1889

Ranked as a “Best Midwestern
College” by Princeton Review

1,100 students were enrolled at
time of closure

Bri ght M | ndS Marketing and Recruitment Strategies for Schools

St. Joseph College




MARKETING IS IMPORTANT TO YOUR SCHOOL

Bright Minds

== \

\
"Our study concludes thart this is
the percentage of our customers

who will buy from us without any
effort whatsoever on our part.”
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WHAT A LOT OF PEOPLE THINK ABOUT MARKETING

MAYBE THATS
I COULD JUST

TRY LIQUOR
MARKET— AND

GUESSING.

1020 10 22010 Scott Adams, Inc./Dist. by UFS, Inc.

Bright Minds

Marketing and Recruit




WHY IS MARKETING IMPORTANT TO A CHARTER SCHOOL?

Financial

o Student enrollment numbers represents most of
your operating income

o Only 17% of respondents have a dedicated
enrollment person

Increasing competition
o More charter schools are opening

o Existing public and private schools are focusing
more on marketing

Holistic approach

o Marketing is not just bringing in new students but
also keeping your existing families satisfied 0



INDIANA CHARTER SCHOOL SURVEY RESPONSES

“What grade would you give your school on your ability to enroll students
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TACTICS USED IN ENROLLMENT MARKETING

Tactics used in enrollment marketing
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WHERE DO YOU SAY YOU NEED SUPPORT

100.00%

80.00%

60.00% 70.59%

40.00% 47.06%

T

0.00% 2807

B Retention ldentifying your parents m Data driven enrollment
m Creating Content m Social Media School Websites
m Understanding your families ®m The school tour m Creating collateral
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OUR SERIES

Date  ___ Topic

10/16/18 @ 12:00 Intfroduction: Understanding the foundations of enrollment marketing
11/13/18 @12:00 Operations: Using data to understanding your true enrollment challenges
12/11/18 @ 12:00 Operations: Your environment and your customer

1/8/19 @ 12:00 Marketing: Inbound marketing and building your culture of marketing

2/12/19 @ 12:00 Marketing: Lead nurturing and social media

3/12/19 @ 12:00 Recruitment: The school tour

4/9/19 @ 12:00 Retention: From first to last day

5/14/19 @ 12:00 Retention: Surveys and communication at your school

Bri ght IVI | ndS Marketing and Recruitment Strategies for Schools
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AGENDA

Overview of the national educational environment
Overview of the Indiana educational environment
Critical frends impacting charter schools in Indiana
The 4 pillars of a strong enrollment management program
The enrollment funnel

How to diagnosis your enrollment challenges

Bnght Minds Marketing and Recruitment Strategies for Schools - . i l l



THE NATIONAL EDUCATIONAL
ENVIRONMENT




DEMOGRAPHIC TRENDS: US BIRTH RATES
Impact of the great recession dramatically impacted the number of “available students”

NMumber of births in the United States from 1990 to 2016 (in millions)
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DEMOGRAPHIC TRENDS: FAMILY SIZES

Smaller family sizes means that you have to have more unique families at your school

Average family size

1960 1970 1980 1985 1990 1995 2000 2005 2010 2015 2016 2017
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TYPE OF SCHOOL MODEL CHOSEN BY FAMILIES IN THE US

Public Schools 82%

o Declining

Private schools: 10%
o In decline

Home schools: 3%
o Estimates of 2 — 6% growth

Charter schools: 5%
o Growing by 5% a year

Bri ght M | ndS Marketing and Recruitment Strategies for Schools
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FEWER STUDENTS NATIONALLY ARE PICKING PRIVATE SCHOOLS

NCES projects a decrease in private school atfendance (Nationwide) from 5.4M in 2014 to 5.1M in 2025-
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NATIONAL GROWTH OF CHARTER SCHOOLS
There are over 500,000 students on charter school waiting lists

Growth of Charter Schools in the United States
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GROWTH OF CHARTER SCHOOLS

43 states now allow charter
schools. Includes DC and PR

3.2 Million students attend a
charter school

/,000 charter schools
nationwide

Bri ght Minds Marketing and Recruitment Strategies for Schools

States with charter school legislation

Il Charter school legislation

No charter school legislation

Source: National Alliance for Public Charter
Schools




THE INDIANA ENVIRONMENT
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THE INDIANA STUDENT POPULATION
The number of school aged children in Indiana is growing . . .

Figure 3: Projected Poulation Change by Age Group, 2010 to 2030
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BUT STUDENT GROWTH IS NOT EVEN AROUND THE STATE
Most of the population growth is around the major metro areas

Population Projections: Economic Growth Regions

Figure 5: Projected Population Change by County, 2010 to 2050 Percent Change in SChooI-Age Population
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INDIANA STUDENTS BY THE NUMBERS

~ N
In 2017-2018, Indiana had 1,139,822 K-12

aged students within the state

N

-
48,465 (4.25%) of these students attend a

charter school (Note: Adult HS included in this number)
\

- 86,070 (7.55%) of these students attend
one of the private schools in Indiana

. J
Bright Minds

2N

\

J

Marketing and Recruitment Strategies for Schools

Source: IDOE CHOICE SCHOLARSHIP PROGRAM ANNUAL REPORT: PARTICIPATION AND PAYMENT DATA 2/2018




INDIANA CHARTER SCHOOLS

2018 — 2019 Operating Charter Schools P Indiana PROGRAMS
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INDIANA CHARTER SCHOOL TOTAL NUMBERS

Charter Schools Opened in Indiana
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TOP 10 DISTRICTS WITH CHARTER ENROLLMENT

Indiana has 2 districts in the fop 10 of charter penetration

School District m % of Enroliment

New Orleans Public School System LA 93%
School District of the City of Flint MI 55%
Detroit Public Schools Community District Ml 53%
Queen Creek Unified District AZ 48%
Gary Community School Corporation IN 46%
District of Columbia Public Schools DC 46%
Kansas City School District MO 43%
Camden City School District NJ 38%
Natomas Unified School District CA 33%
Indianapolis Public Schools IN 33%

BIi gn[ IVIINAS | Marketing and Recruitment Strategies tor Schools

Source: National Alliance of Public Charter Schools




TRENDS IMPACTING CHARTER SCHOOLS IN INDIANA

Move to a single count day in 2017-2018 school year

Funding remains lower than traditional public schools

o Traditional “brick and mortar” charter schools receive 86% of like traditional public
school

o Average per pupil funding: “Like traditional Public School: $8,746" vs. “Brick and
Mortar Charter School: $7,543”

Growth of voucher programs / tax advantage programs
o 35,458 students in Indiana used a voucher in 2017-2018
o 3.38% growth over 2016-2017

Bri ght M | nds Marketing and Recruitment Strategies for Schools
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IMPACT OF VOUCHERS ON HOME SCHOOL SYSTEMS

Voucher Utilization in IPS

3600

3453
3400
3900 —

Indianapolis Public Schools

m2015-2016 =m2016-2017 m2017-2018

1000
900
800
700
600
500
400
300
200
100

Voucher Utilization in NW|

928
574
370

271

162

84 I

T

Gary East Hommond  Hobart Portgae  Merrillville
School Chicago Community
System Schools

m2015-2016 2016-2017 m2017-2018

Bri ght M | nds Marketing and Recruitment Strategies for Schools




TRENDS IMPACTING CHARTER SCHOOLS IN INDIANAPOLIS

Growth of “Innovation School” concept
o Of the 38 “traditional” charter schools in Indianapolis — 13 (34%) are innovation schools

Enroll Indy

o Unified enrollment system first rolled out for the 2018-2019 school year

Bri ght M | ndS Marketing and Recruitment Strategies for Schools
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INDIANA CHARTER SCHOOL ENROLLMENT
The secftor is fairly healthy with the majority of schools increasing enrollment

Type of School Number of Increasing Stable Decreasing Not enough

schools Enroliment (over Enroliment Enroliment data
3 years) (over 3 years) | (over 3 years)

Traditional brick 77 25
and mortar

Specialized 3 1

Adult High School 17 7
Virtual 6 0
Total 103 33

Bri ght M | ndS Marketing and Recruitment Strategies for Schools
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INTRODUCTION TO CHARTER SCHOOL
MARKETING




THE 4 COMPONENTS TO A STRONG ENROLLMENT SYSTEM

Marketing Recruitment Retention
/] P \ ﬁ Posifive \ /1 Listening to your\
- Afraciing oRlEnee constituents
prospects every recruitment

event .
2. ldentifying ‘ ‘ 2. MeG?};flngTyour
5 constituent’s

those prospects . Closing the deal /

3. Nurturing those " :
orospects 3. Create a positive 3. Improving based
onboarding upon their
Come 1o a experience feedback

recruiting event

kEnroIIing students / KRetqining students /

Operations: Know your self, your environment, your competition, and your customer.

Create messages that resonate with her and have ways to deliver those messages




THE ADMISSIONS FUNNEL

The School’'s Perspective

I Strangers !
\

/

Wom

SEO Bl Social Media Mabile Optimization
ATTRACT e 5

Calls-to-Action Forms Landing Page Optimization
CONVERT

Email & Workflows @ Applicant Alerts

CRM Integration Personalized

Email + Web + Social
Lead Scering @ Nurturing
/

DELIGHT Feedback Forms Email + Web + Social

Bright Minds

The Parent’s Perspective

Awdareness

————
Consideration

Engagement

Enrollment

Retention

Marketing and Recruitment Strategies for Schools

35



IDENTIFY THE CORRECT PROBLEM THAT YOU ARE TRYING TO SOLVE

Example: Client is a large charter
school in Indianapolis.

It has exemplary academics and a
number of strong extra-curricular
activities.

Recently it has seen a decrease in its
Incoming class.

Its’ closure rate has remained constant
but fewer new potential students are
entering it's funnel.

Awareness

Consideration

/ )
Engagement

Enrollment

Retention

Bri ght M | ndS Marketing and Recruitment Strategies for Schools
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IDENTIFY THE CORRECT PROBLEM THAT YOU ARE TRYING TO SOLVE

Example: Client is medium sized
charter school in a northern Indiana
town.

Though it consistently enrolls its’ goal of
students, 30% of the students don't
show up the first day and it also
maintains a 65% retention rate.

It Is constantly recruiting new students
as a result

Bri ght M | ndS Marketing and Recruitment Strategies for Schools

Awareness
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Engagement
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THE POWER OF THE 5 WHYS
What can Toyota teach us about school marketing

Toyota in the early 1980s

o Foreign company going up
against entfrenched US car
industry

o US cars had a reputation of
poor quality

Manufacturing excellence

o The use of 6 Sigma and the
power of the 5 Whys

Bri ght M | nds Marketing and Recruitment Strategies for Schools



DIAGNOSING A ENROLLMENT PROBLEM USING THE 5 WHYS
K-8 Catholic School in Indianapolis

Question 1: Why is overall enroliment down?
o Retention had stayed constant at 95% over 5 years

o Still attracting the same number of 1-7th graders that they had in the
past.

o Incoming kindergarten numbers were almost 50% of what they had
been 3 years ago.

Bri ght Minds Marketing and Recruitment Strategies for Schools



CLIENT X: ENROLLMENT BY GRADE

Historical Enrollment: Client X
K-8 Students

70

60

50 \

40

30 \ —New Enrollment (K-8)

ig —New Enrollment (K only)
——New Enrollment (Other Grades)
2013-2014 2014-2015 2015-2016
—New Enrollment (K-8) 60 50 41
—New Enrollment (K only) 44 34 25
——New Enrollment (Other Grades) 16 16 16
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DIAGNOSING A ENROLLMENT PROBLEM USING THE 5 WHYS
K-8 Catholic School in Indianapolis

Question 2: Why are kindergarten numbers down?

o Traditionally pulled from their parish to fill their kindergarten seafts, but
the parish was beginning to shrink in size, decreasing the “available
pool” of parish kids.

o 4 preschools represented 85% of their kindergarteners.

Bri ght Minds Marketing and Recruitment Strategies for Schools



DIAGNOSING A ENROLLMENT PROBLEM USING THE 5 WHYS
100 Preschools within a 5-mile radius
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DIAGNOSING A ENROLLMENT PROBLEM USING THE 5 WHYS
K-8 Catholic School in Indianapolis

Question 3: Why are we not a choice for kindergarten students
in more of the nearby preschools?

o Discussions with some of the preschools around the client showed that
they didn't even consider the client when parents asked for a
recommendation.

Bri ght Minds Marketing and Recruitment Strategies for Schools



DIAGNOSING A ENROLLMENT PROBLEM USING THE 5 WHYS
K-8 Catholic School in Indianapolis

Question 4: Why don’t parents at these nearby preschools know
about or consider our school?

o The school had never conducted any sort of outreach to these
preschools. They had just done their typical approach to marketing
which had been primarily parish outreach.

Bri ght Minds Marketing and Recruitment Strategies for Schools



DIAGNOSING A ENROLLMENT PROBLEM USING THE 5 WHYS
K-8 Catholic School in Indianapolis

Question 5: Why are we not actively engaging with these
preschools to tell them about our school?

Because we have never done it before!

Bri ght Minds Marketing and Recruitment Strategies for Schools



IMPROVING ENROLLMENT AT YOUR CHARTER SCHOOL: SUMMARY

Understand your environment
o Birth rate and population shifts

Break your enrollment intfo the four components
o Operations
o Marketing
o Recruitment
o Retention

Utilize the funnel and the “5 whys” 1o isolate and identify what fo improve
first

Bri ght Minds Marketing and Recruitment Strategies for Schools



OUR SERIES

Date  ___ Topic

10/16/18 @ 12:00 Intfroduction: Understanding the foundations of enrollment marketing
11/13/18 @12:00 Operations: Using data to understanding your true enrollment challenges
12/11/18 @ 12:00 Operations: Your environment and your customer

1/8/19 @ 12:00 Marketing: Inbound marketing and building your culture of marketing

2/12/19 @ 12:00 Marketing: Lead nurturing and social media

3/12/19 @ 12:00 Recruitment: The school tour

4/9/19 @ 12:00 Retention: From first to last day

5/14/19 @ 12:00 Retention: Surveys and communication at your school

Bri ght IVI | ndS Marketing and Recruitment Strategies for Schools
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ADDITIONAL RESOURCES

Bright Minds Marketing
10 Things every administrator needs

to know about marketing your
school

What can Toyota teach us about
school marketing

The state of charter schools in
Indiana

The pillars of an enrollment
program

Bri ght M | ndS Marketing and Recruitment Strategies for Schools

Indiana Depariment of Education

General charter school resources:

o https://www.doe.in.gov/arants/charte
r-school-resources

o https://www.doe.in.gov/arants/charte
r-school-program

Evaluation of the charter school

sector (ISBOE)

Choice Scholarship Report

48


http://www.brightmindsmarketing.com/squeeze-page/
http://www.brightmindsmarketing.com/can-toyota-teach-us-improve-schools-marketing/
http://www.brightmindsmarketing.com/the-state-of-charter-schools-in-indiana/
http://www.brightmindsmarketing.com/the-three-pillars-of-a-strong-enrollment-program/
https://www.doe.in.gov/grants/charter-school-resources
https://www.doe.in.gov/grants/charter-school-program
https://www.in.gov/sboe/files/SBOE Evaluation of Charter Schools in Indiana.pdf
https://www.doe.in.gov/choice

THANK YOU!!!
WWW.BRIGHTMINDSMARKETING.COM

CONTACT US FOLLOW US
¢ 531 W. 83 Place, Indy, IN 46260 f Facebook.com/brightmindsmarketing
J 317-361-5255 ¥ @nick_leroy

= hick@brightmindsmarketing.com
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QUESTIONS

Bright Minds




BACK UP
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SURVEY RESPONSES

Who is responsible for your school’s marketing

Office Dedicated
Manager enrollment

17% person
17%

Committee of
staff members
22%

Principal
44%

m Dedicated enroliment person & Principal
B Committee of staff members ® Office Manager
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40.00%
35.00%
30.00%
25.00%
20.00%
15.00%
10.00%

5.00%

0.00%

Self Reported Grade on
Enroliment
41.18%

35.29%

11.76% 11.76%

i M .

% of Schools
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SURVEY RESPONSES
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SELF REPORTED PERFORMANCE ON DIFFERENT MARKETING EFFORTS

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Web Tech

Web content

Email Mktg Nurturing
Programs

mN/A ®mVery Poor mPoor

Social Media  Digital Marketing

Fair mGood mExcellent

Collateral

Feeder Schools
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